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Understanding customer complaining behaviour is imperative in the 
current economic condition as it could serve as a signal to the deteriorating 
performance of any organisation. It is much more crucial for service 
organisation because customers tend to move from one organisation to 
another when dissatisfaction persists. What may worsen the situation is 
that customers do not only just complain, but they retaliate. For retaliation 
to surface, it requires a specific trigger, the emotion. Therefore, the 
aim of this study is to investigate the concept of customer retaliation 
in relation to dissatisfying service experience with the interplay of 
emotion. The study investigates the relationship between the three 
variables, and the mediation effect of negative emotional experience on 
the relationship between dissatisfied service experience and subscribers 
voice retaliation behaviour. Despite extensive research conducted on the 
topic, understanding on its overall concept is still scarce, over simplified, 
and does not reflect the full spectrum of the subject. Many of the studies 
conducted have been focusing only on certain aspects of behavioural 
responses, i.e. switch and negative word-of-mouth, and overlooks other 
possible aggressive response such as retaliation. Important pertinent 
concepts such as emotions are ignored, thus creating a knowledge 
vacuum as it fails to highlight the severity of such behaviour. These 
voids leave researchers and practitioners, with limited information in 
understanding the full spectrum of complaining responses. Therefore, 
it is imperative that voice retaliation be further investigated. Such an 
understanding is likely to enhance the existing body of knowledge on 
how dissatisfaction can be dealt with effectively, and a model of coping 
with dissatisfaction and retaliation can be conceptualized and tested. The 
population of the current study comprises of mobile telecommunication 
service subscribers who have experienced service dissatisfaction and 
must to some extent performed some form of complaining behaviours. 
This quantitative method of study used questionnaires as the instrument 
to collect data. On a four-point Likert-rating scale, sixty-six items from 
three variables formed the basis of the instrument. The instrument was 
distributed to 150 subscribers using a mall intercept method. A total of 
108 (72%) responses were used in the final analysis. A hybrid method of 
data analysis was employed in this study. First, the Rasch Measurement 
analysis was used to test for internal validity and reliability of the items, 
and produces an interval measurement unit known as logits. Then, the 
Rasch logits measures were imputed into the SmartPLS3 software where 
analysis on hypotheses were conducted using the Structural Equation 
Model approach. Empirical evidence revealed that; (i) Rasch Analysis is 
a robust procedure, and hence validates the psychometric properties of 
the instrument, (ii) dissatisfying service experience positively influence 
voice retaliation behaviours, (iii) dissatisfactory service experience 
positively influence negative emotional experience, (iv) negative 
emotional experience positively influence voice retaliation behaviour, 
and (iv) negative emotional experience mediates the relationship 
between dissatisfied service experience and voice retaliation behaviour. 
Therefore, it is concluded that customer's emotion is a crucial element 
that service provider must pay attention to, when dealing with service 
dissatisfaction and customer response behaviour. The outcome of 
this study has provided support that emotion does play an important 
significant role in the customer - service provider relationship, and if 
not attended properly, may have the tendency to create a lot of damage 
to the organisation. 
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Outward Foreign Direct Investment (OFDI) is one of the measures to 
indicate the performance and capability of developing countries firms 
in economic integration where border barriers are eliminated. Malaysia 
as a developing economy is undertaking OFDI due to the limitation 
of local resources and to search for new markets. Thus in relation to 
the contemporary economic development mainly globalisation and 
regionalism issue, in the context of Malaysia as one of the emerging 
developing countries, identifying the primary determinants contributed to 
OFDI of Malaysia is crucial for sustainable growth. This thesis studies the 
determinants of OFDI by Malaysian based Multinational Corporations, 
MNCs. It focuses on the trends, patterns and domestic factors that 
pushes off Malaysian firms to involve in OFDI using Dunning's Push 
Factors theory. Multiple regression analysis is performed on time 
series data beginning from 1981 to 2011. The study finds that income 
level, labour quality, currency value, trade openness, firm's capability 
and technology are the major pushing factors of Malaysia's OFDI. In 
addition, the studies also examine Malaysian OFDI in the developing 
countries perspective as suggested by Banga (2005) before proceeding to 
the long run dynamic Auto-Regressive Distributed Lag, ARDL model. 
The host countries' influence on Malaysian OFDI is also taken into 
consideration in order to make the study more comprehensive. This 
part of the study utilises panel data of 12 countries during the period 
of ten years spanning from the year 2000 to 2009. The study finds 
that the determinants that greatly influence the decision of Malaysia's 
MNCs to invest overseas are; cost of doing business, trade openness, 
good infrastructure, and labour quality. Malaysian firms are perceived 
as more interested in market, technology, and resources seeking rather 
than lower cost locations. Since OFDI is seen as an important source of 
improved national competitiveness, actions to attract OFDI have to be 
taken. Economic openness, income level, and firm's capability need to 
be upgraded as they are found to be among the vital pushing factors for 
Malaysian firms to invest abroad. 
1
 (MS) = Main Supervisor (CS) = Co Supervisor U N I V E R S I T I T E K N O L O G I M A R A ( U i T M ) 
71 
